1INNESOTA OPENS 


“DANCING 
FEET” 


‘W THEATRE T0 
JEAT 4,000, HAS 
L LOCATION 


Keyed Up By 
Publicity 
paign 


Minnesota Theatre, 
polis, in the Finkelstein 
m-Publix division, is 
‘to open the latter 
March. 
"it opens its doors it 
iss in many phases 
re in the world. In 
lace, the new house 
he engineering and 
1 innovations ex- 
erecting the Para- 
oxy, Chicago, Tivoli, 
mn, Riviera, and other 
ed American theatres, plus 
ny months of later scientific 
[decorative discoveries. The 
- vly formed architectural firm 
—~Graven & Mayger, which, as 
vidual employees of Rapp 
Rapp, contributed to the 
Nin of many famous thea- 
mm America, designed the 


w theatre. 


0 patrons, and will play the 
lix stage and screen policy. 
‘situated in an ideal loca- 
a as to street-car transporta- 
and main-traveled streets, 
t, as yet, is in an undeveloped 
tt of the Minneapolis. busi- 
$$ district. However, once 
‘doors are open, Minneapolis 
fT have an enlarged business 
ta, if repetition is had of ex- 
tience in every other city 
lere a Publix theatre has been 
ilt. 
Thus far, the operating pet- 
imel has not been announced, 
t it will be under the super- 
fion of the Finkelstein & 
ibin organization, with Home 
fiee cooperation. 
Ben Ferris, in charge of pub- 
ity and, advertising for the 
_@ R. chain, with his high- 
—essure associates, Eddie Gal- 
»feaux and Bill Allard, have 
teady made gigantic progress 
— keying up the pre-opening 
‘eitement that is part of their 
““mpaign to sell the whole 
“Copthwest the idea that at last 
<e northwest will have a thea- 
qe that all America will be 
{ona Gr," 


A 


WATCH FOR 
‘THIS! 


The next issue of PUBLLX 
OPINION will be featured 
by - an announcement of 
great importance to every 
theatre employee on the 
Publix chain. Do not fail to 
get the next issue of PUB- 
LIX OPINION and this an- — 
nouncement which vitally 
‘concerns the future opera- 
tion of many of the Publix 
theatres. 


t 
i 
iP 


the Minnesota Theatre seats |) 


Duhlix 


HAS VOICE AND BEAUTY 


Martha Vaughan, charming soprano who is featured in Paul Oscard’s 

Publix stage production, “Dancing Feet,” comes honestly by her musi- 

eal attainments for both her parents as well as her maternal grand- 
father were concert singers.— (Story on Page 3) 


ROUTE CHANGES FOR 
PUBLIX STAGE SHOWS 


Week of January 28th 


New Haven.......- Fri., Jan. 27, ‘Steps & Steppers”. . ..Partington 
Washington ....... Sat., Jan. 28 ‘Kokio Blues’ .......- Anderson 
Baltimore) (vaca Mon., Jan. 30 “Merry-Go-Round” 

(Loew Production) 
Pittsburgh 2!) 605...) Mon., Jan. 30 ‘“Banjomania’’....... Partington 
News Vorkig is 3)0 sie Sat., Jan. 28 ‘Fan Flirts’ ...-..+.- Anderson 


‘NOTE: “STEPS & STEPPERS” goes from New Haven to Boston for a Fri- 


day opening. This will-give “DANCING FEET” but a six day engagement 
at the Metropolitan. “STEPS & STEPPERS” first unit to go from New 
Haven to Boston. “PAN FLIRTS” goes from New York to Washington. 
This unit does not play Boston. 


Week of February 4th 

New Haven.....--.; Fri., Feb. 3 “Take Chance” .....-.. Cambria 
NOW WOT KIN oy Make airs Sat., Feb. 4 Special Show—Sophie Tucker 

i Partington 
Chicago (Norshore)..Sun., Feb. 5 “Sheiks & Shebas” ...... Petroft 
Ae oe EN aie ie ara Fri., Feb. 3 “Grab Bag’ ......-- Niggemeyer 
Kansas (City. 36030. Fri., Feb. 3 ‘‘Listen In” .......... Anderson 
BOStOn 2) sedis else Fri., Feb. 3 ‘Steps & Steppers’. . ..Partington 
Washington ........ Sat., Feb. 4 “Fan Linda sed ... Anderson 


NOTE: Friday, Feb. 3rd, first Friday opening 
STEPPERS” “FAN FLIRTS” first unit to go 
ton. Loew’s Midland Theatre, 
first Publix Unit, “LISTEN IN.” 


urday, Feb. 4th, plays one week only. 
Norshore Theatre, Chicago, also plays Senate & Harding, Chicago and 
southern route. ue 

' Week of February 11th 3 
New Haven .....-+-. Fri., Feb. 10 “Roman Nights” ...... Anderson 
New York 2.30.46) Sat., Feb. 11 “Steps & Steppers’. . . Partington 
New York (Capitol) .Sat., Feb. 11 (Title Later)—., -. .Cambia Oscar 
Chicago (Norshore) .Sun., Feb. 12 (Title Later)—........ Gourfain 
Chicago (Harding) .Sun., Feb. 12 ‘“Sheiks & Shebas’”’ ...... Petroff 


NOTE: Production marked * goes to Buffalo and fills in on aceount of 
Columbus opening. Production marked ** opens at Norshore, Chicago, and 
plays Senate and Harding and southern tour, 
Change in Opening Days 

Boston Saturday to Friday on February 3rd with “STEPS & STEP- 
PEPRS.” Kansas City, Saturday to Friday, February 3rd with “LISTEN 
IN.” | Denver Saturday to Thursday, April 13th (on account of coast route) 
with {MERRY WIDOW REVUE.” 


Week of March 3rd, PAT ROONEY will play Loew’s Penn Theatre, 
Pittsbureh, this means that “FLYIN HIGH” will play only the Century 
Theatre, Baltimore, week of February 25th, after the southern tour, 


piri 


Publix Theatres Corporation, Paramount Building, New York, Week of Jan. 28th, 1928 


IN MARCH 


| “DANCING 


FEET” 


No. 10 


MEETING IN NEW ENGLAND 


|GRAY LINK OPERATES 


AS INTEGRAL PART OF 
GREAT PUBLIX CHAIN 


At a meeting held in Boston this week, Sam Katz and the 
home office staff carried to the managers and partners who 
make up the theatres in Maine and New Hampshire territories 
and the Olympia Theatres, Inc., formerly known as the Gray 
Circuit, an inspirational message that marks a stepping stone 
in the progress of Publix in New England. 

Mr. Katz, in his opening remarks expressed his happiness in 
the thought that there was in the New England organization 
a man who could carry on and proceed with the work in hand 
in such a satisfactory manner that he was promptly and quickly 
appointed general manager of thie New England Division—J. J. 
Ford. Mr. Katz also outlined something of the setup of the or- 
ganizational functions of the New England Theatres, as they 
will operate as a definite and integral part of the great Publix 
chain. 

He introduced to the managers J. J. Fitzgibbons who will 
act as divisional manager from the home office, and explained 
what steps would be necessary for more completely tying in 
the New England operation with the cireuit as a whole, 

et The managers present dis- 
played the most sincere and 
ihearty enthusiasm in the knowl- 
edge of the fact that they are 
now definitely integral parts of . 
Publix and will have the ad- 
vantage of all the home office 
service, applying to booking,” 
accounting, advertising man- 
agement, ete. Following short 


Nut Comedian 


Wouldn’t Trade 
With Barrymore 


“J wouldn’t trade places with 
John Barrymore,’ declares Harry 
Rose, ‘The Broadway Jester” ap- 
pearing’ at the...... Theatre this 
week in Paul Oscard’s Publix pro- 


duction, ‘‘Dancing Feet.’’ ‘I’ve got 
the grandest job in the world— 
making people laugh. This ‘Ham- 
let’? business may be allright but 
there’s nothing like a little hokum 
to send the customers away 
happy.” 

Rose hasn’t a regular act. He 
‘does just as he pleases on the 
stage. 

“Many vaudeville actors prefer 
a straight singing and dancing 
skit. They spend lots of money 
having songs and acts written. 
They spend weeks rehearsing,”’ 
Rose says. ‘‘As for me, everybody 
says, ‘Harry Rose is a nut com- 
dian; he can make ’em laugh,’ 
and they let it go at that. It’s 
a hard reputation to live up to. I 
never do the same act twice. I feel 
my audience the first few minutes 
Tm on the stage. If they want 
hokum they get it. If they enjoy 
straight comedy with a song and 
dance they get that. [f like to fit 
in with the ‘party.’ I enjoy a 
hearty laugh and I like to spread 
joy. That’s why I’m crazy about 
my job.” 


Russ Moon Ties Up 
Hero For Publicity 


Bennett J. Doty, the American 
who barely escaped being shot for 
desertion from the French Foreign 
Legion in Syria and was sentenced 
to be confined for eight years in 
a French prison, has seen “Beau 
Geste’” and changed his view in 
regard to that production. Doty, 
who when he left France was loud 
in his condemnation of “Beau 
Geste’’ says that he merely re- 
flected the view point of the 
Legion Commander at Belle Ab- 
bas. After seeing the picture he 
was loud in its praise, and while 
he says he never saw such brutal- 
ity as that displayed by LeJaune 
in the picture, he admits that it 
might be possible. 

Doty, who has just finished his 


talks by some members of the 
home office staff, the managers 
expressed their appreciation of 
the plans which are now wun- 
der way, which will more close- 
ly tie them in with the Publix 
and home office staff. J. J. Ford 
voiced their views in. an en- 
thusiastie speech in which all 
the managers promised the most 


hearty cooperation. 


During the trip to Boston the 
home office members had a 
chance to catch the show at the 
Metropolitan Theatre and ex- 
press themselves as delighted 
with the way the band unit 
‘““HAVANA’’ ‘was presented. 
As in New York, so in Boston, 
George Dewey Washington was 
the outstanding hit of the show. 
The whole show was received - 
with tremendous enthusiasm by 
the audience. 


4 
a a LS, 
A LT 


book, for the Century’ Company, 
stopped at the Paramount Thea- 
tre this week with his mother, and 
his lawyer, a Paris attorney who 
was instrumental in getting his 
sentence commuted and finally his 
discharge from the French'service.. 
At the Paramount Doty also wit- 
nessed ‘‘Beau Sabreur” which is. 
in a much lighter vein and very 
pleasing picture entertainment, 
according to Doty. While witnes- 
sing the picture he said, “The 
Touaregs are known to the other 
tribes of Northern Africa as ‘The 
Forgotten of God,’ desert jackals 
who prey upon everyone and 
everything.’’ Doty’s visit to the 
Paramount was arranged by Rus-. 
sell Moon, Press Representative: 
for the New York Theatres. 
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“DANCING FEET” DEPICTS DANCE IN A 


OSCARD'S REVUE 
IS FAST MOVING 


FRANKNESS, CONSERVATION AND TRUTH 
STRONGEST ALLIES THEATRES 


RIZE , 
FOR 


Four 


reviewer who caught it at the Par- 


‘ : ” 7s ¥ holding 
Dancing Feet,” a fast moving 

See pia tars HAVE IN ADVERTISING == se 

the: following boost from Variety’s paigns 


The Dance Ensemble 
and 
DOLORES & PEGGY 
(2) 
MARTHA VAUGHAN 
(3) 

RICHARD (LIMBERLEGS) 
EDWARDS 
(4) 
LOU KOSLOFF and the 
PARAMOUNT STAGE 
ORCHESTRA 


(5) 
THE. CAMEO, BALLET 
with 
MaRTHA VAUGHAN 
(6) 
VALE & STEWART 
(7) 

HARRY ROSE _ 
The Broadway Jester 
(8) 

Finale 
ON WITH THE DANCE! 
The Entire Company 


Settings designed by 
CARMINE VITOLO 
Costumes designed by 

CHARLES LE MATRE 

Executed. by BROOKS 


General Music Director, 
NATHANIEL FINSTON 


confidence. 
ber your advertisement is linked 


vesting a huge amount to win pub- 
lie confidence and favor. 
Readers Don’t Read—They Scan 

We, speak not only of copy and 
illustrations. The majority. of 
people scan rather than read ad- 
vertisements. Hence ads must 
ereate an impression at a glance. 
And if that glance fails to create 
a favorable impression the ad rep- 
resents a total loss. 

Class and attractiveness of ap- 
pearance are assured by avoiding 
the continuous use of freverse 
plates, white on black, and of 
crowding -ads full of undigested 
type and art material. 

Be Simple—Not ‘'Fussy” 

The major thought for improve- 
ment is to apply.the principles of 
orderliness and simplicity and to 
avoid the use of “elaborate” in- 
volved ads. Newspaper printing 
and production facilities do not 
j}lend themselves to involved tech- 
niques and “fussy” efforts. 

The subject of newspaper ad- 
| vertising is treated more thorugh- 
| ly by a series of bulletins that are 
issued throughout the year. Your 


ness and conservation and truth 
lare the strongest allies they can 
have in their efforts to win public 
And by its inclusion 
of the Publix trade-mark, remem- 


with an organization that is in- 


EDITOR’S NOTE: Managers 
and advertising men couldn’t 


do better than take this 
paper home tonight and read 
this story on advertising all 
through. It’s the advertising 
Story, sensibly told by Lem 
Stewart. 


} 


| Matter, 


4 Matter. When 
agers or their representatives 
or make up their ads, they 

visualize the “ad-plan”’ in 


man 


com 


plan 
should | fied, 


petition with surrounding reading 


rea ary. 
A f 1 NIMS RUS RI Ken May 
amount: ° oe * 
“Paul Oscard’s “Dancing Feet,"| Must Create Impres- = |Simplicity and Orderli Harry 
bests suath th! ea : LEM STEWART : lucky en 
ran 86 minutes and obtained: its sion For Those Who ness Big Factors in pictures 
main impetus from Richard Ed- oe EAR RRR Sellin Sh ws fied, sell 
Read and Run g oho detailed ac 
—_———. Sere to -Lem § 
The Publix Theatres Corpora- | tirely on the skill with which | everything i 
aes aera isha tion wishes every manager to di- ithese mediums which you buy and With the 
DANCING FEET rect every effort toward the im- | pay for depends entirely on the| prizes to we 
Devised and Staged by provement of newspaper advertis- | skill with which these mediums | these Fi 
PAUL OSCARD ing used by the large as bor as pe EN, L waa pts 
(1) the small town theatres. Adver- Sens 7; mu 
THE PUPPETS tisers have discovered that frank- To give a knowledge of adver+ | letter “iam 


| tising ideas used, HOW money is | Publix adv 


linvested in advertising and to HERE | wes 
| facilitate supervision and an ex- NATIONA 
;change of the most practical, | Colleen Mena 


|valuable and forceful ideas, Ad- | 
| Record (form 900) is provided. | 
|This record is your. medium of | 
eontact with the home office Ad-| 
vertising Department. Properly 
| prepared. by the managers of first 
jrun theatres, the Ad Records 
should be mailed to the home of- 
| fice each week, Supplemented by 
}examples of local newspaper rep 

resentation, These reports be 

come a permanent reeord of each 

;}Manager’s sales methods and / 


Ken Maynard. 
Johnny Hines_; 
Harry Lang 

: whi 


PARAMOU 
CAM 


| JANUARY 


|* For the 
tisements 
Christie ¢« 


| achievements, First ae m 
Points of Contact | Seeond e 
With respect to the individual Third Prize ~ 

| theatre campaigns which represent | Fourth 


(the salesmanship and showman-| 3 
ship activities of the manager.... | 
;every Publix theatre manager is | 
thoroughly versed with regard to 
the scope of thé innumerable 
}mediums of appeal which are con- 


ceived by the familiar terms of 


Fifth 


For the best 
First Prize 


Second 


: 


“Advertising” ‘Publicity’ and} 2 Third eb: = 
“Exploitation.” To emphasize | 
nti Surrounded with other ads however; “Advertising” is ordi- bys 


jnarily accepted as a term which| Mewspaper aay 
designates paid-for display, classi. | Paramount-© 
and announcement adver- | Sent to Lem 
tisements appearing in the news- | tres Co 
papers of other similar mediums | Ploitation 
of printed or typographical pres-| be judged 


oO) 
gy, 


ri 


|attention is called particularly to | 
| two of these (a) “The 10 Com- 
|;mandments Of Better Newspaper 
Ads” and (b) Portfolio entitied 
“Good And Bad Newspaper Adver- 
tising,’’ available in your theatre’s 
“‘Tickler File,’ or procurable upon 


jentation. “Publicity” is general-|@ll photos 
ly accepted as a term which rep-| sent to Lem) 
resents news about our theatre, | Closes Sat 
activities and our industry which 
: is priuted “gratis” in the news-| 
entire weekly program is good papers and other publications.| A. M. 


each week, there ig, just one sane “Exploi fi 
; l G tati 
and. profitable newspaper adver- as Ml ethch Comet ee tee noe 


Be Consistent 
For Publix theatres that operate 
as institutions of entertainment in 
their communities, and where the | 


4 


wards, dancer, and Harry Rose. 
Retaining his billing of “Broad-| 
way’s Favorite Jester,” Rose scam-| 
pered on next to closing and for 11) 
Minutes gave everyone their b. 0. 


| 


hey 


- 


worth in entertainment. The sing-| ee to the — Office. tising| policy that will work out rar pongaept oe pag Seg po F 
= pl Som adie: stag peli, arte chick ceatie c pid yp ines at ee, ar hoger geome pi in the|stunts, outdoor advertising and | PD NCEO WIE 
’ : . - x } ’ : at po icy is the | ; ) ° 
| read a few wires kidding himself| order ea a iste fe use of a t amount of space|of the serene "aan lipmeneel = 
and sang two songs. One, a con ne- | espe ~ oly ee ‘Othes Aan each week. For example, advertis-| forcefyl excitement-creatin sales | vertising, and 
dy lyric on the new Ford, sent/ Values, your Home ( Ing that varies from an amount! ideas of - Paes peeing 
partment maintains “Contract and as OF a pronounce 


Rose in right away, as he used it! will 


like $1,200. invested in the 


: ; _1t) a is papers | the chief purpose of which are to | act 

to open. He’s a cimch for the Pic-| Rate Files. Managers are re one week to only $400. the next, | ob any 

ae pany aba - ‘ hi ro net eae aemng sito ecg feng. 4 of Pom and perhaps $600. the next week| pr Panes heme eali ow right 
-/ 3 | ew . ; ee ‘ : 2 r Zes | s x 

ta. wouldn't let play e While. eel wil be pS ed by | Proves unprofitable and misleading | 4p ght tl 


| that his theatre is or should be | sider the 
,| One of the most conspicuous spots;which prevail 

|in his community. He should /membership im @ 
realize that every activity of his | various rt 
house which comes to the atten- jtions. But in 
jtion of the public has a definite’} the friendly rela 
} advertising value whether plan- | tablished by thes 
) ned as & part of the campaign or | greater im 

;not. . [t is therefore recom mended | results from @ 
that to profit by this conspicuous- |campaign to whi 
; hess, as well as a guide to the |lend its sw rt. 
| Preparation of campaigns, man- |Do not int 
agers should bear in mind that/in a dignified 
every- point of contact with the your promises 
outside public is a definite cam-| mutual benefits, 
paign opportunity. , 


to your prospects. There are ex 
ceptions to this rule and should 
be. The exceptions are unusual 
appropriations invested to educate 
the public to new policies, or to 
advertise the Opening of a new 
theatre. Or the event of a ‘Beau 
Geste”’ or a “Legion of the Con- 
demned’’ or berhaps a “Fashion 
Show” or an advanced price pro- 
duction of some character. But 
these instances are exceptions be- 
cause they happen only at inter- 
vals each year. Your organization 
is convinced of the practicability 
of consistent newspaper advertis- 


|mail every six months to correct 
these files, the manager’ is re- 
quested to see that the advertising 
department is kept informed of 
changes and prospective changes 
in rates, and to get the o, k. of 
the home office ad department be- 
fore the final signature to any new 
contracts. 

The fundamental fact with re- 
spect to “rates” is that they must 
represent a definite value, first, 
jin circulation (quality as well as 
quantity), and secondly, in sery- 
ice. Is there a wide variation be- 


“Edwards goaled with his wav- 
ing legs to tie things up and the 
band sent over a couple of healthy| 
numbers, one a boost for Ruth Et- 
ting, plus a song plugger, to appre-| 
ciation. Other contributing factors| 
listed 12 girls in‘ unison and Mar- 
tha Vaughan nicely leading a ca-| 
meo number which she sang as she| 
was let down from the flies. Ten! 
girls in conventional long length| 
ballet costumes greeted her on a 
back-stage and raised platform 
which was again used for the finale.| 


Another specialist was a blonde! 


| tween the commercial and “‘amuse- 


We 


jazz toe stepper, name not caught,| * ¢ ing, and sponsors this policy for | Public Relations ; 
ores was ere before in ape ment phy and is this variation the smalled as well as the Siemus Advertising activities bri The 60 Re 
unit. Did very well, too. Vale and| JUSifed? Does the newspaper bid | town theatres, to considerati ) aelaticun Clute, Banal a 
Stewart, hoofed neatly. About 50| {2% ,#dvanced rates and do you ac- and each Publix’ manager sony [uae ae 
people on stage for “the dancing ic poogeelt id Cideeed al How Do You Spend? bear in mind thas tho menue pope 7! ds eo 
finale.” Bib aN ages ung he nowa.|. HOW money is Spent for ad-/| theatre is an institution in able organtaaiaa 
| vertises each week in the news-|vertising, the results sbisiaad tarinit & com-)able organizat 
papers, and the amount of money ied, | munity center. Are you planning jacter is 
, and the forcefulness of the per-|@ cooperative advertisin gis 
Sh e’ s Glo °. %. C in that may be so invested is more suasive sales appeal is after ali, campaign, or window yp a Pe ta at 
7 ep aclu ee, neh | (aually 4s important a considera-|that will’ bring you tuto contaet | sued. by. 
pay Tepresents the cost of so much | tion, as the amount of money in-|with local merchants? rid 7 
white space. If it is comparatively nis’ Probably 


tising de 
emphasize 


* % 5 
consideration 


con 


vested. Scope and effectiveness of 
advertising can not be accurately 
measured in dollar values alone. 
Because the amount of money 


Alice Swanson, who appears in 
“Daneing Feet,’’ the Publix stage 
Production patterned by Paul Os- 
card, is a first cousin of Gloria 


;Ssreater than the direct 
jing value that you may d 
jthe show in question, wi 
friendly relations of th 


high, just so much greater must 
be the skill with which you use 
the space at your disposal, and so 
much greater the effort and re- 


advertis. 
erive for 
Il be the 


spent for a campai ‘i ese men/nate every Diam 
Swanson, celebrated screen star.| sponsibility of the paper to see| resents the cost veya vente el nrg bie: you have solic- | advertising conti 
The little Publix dancer’s father|that the space purchased reacts : ‘y are your patrons, and hs 


Paper; so many bill-board loca- 
tions, or various services 


and the screen star’s father were profitably. | they are in daily 


contact with the 


, : ; d|majority of your t 
brothers. Alice was born in Chi- Your home office finds it im- mediums extended t itt ‘ oy are pee ein 
| © you, to util-/it that such tie- 
casa where she studied dancing. | possibla to judge the merit of an lize in the ts ; id really ‘coppera, 
ceed where she studied dancing eation of an impres jin a dignified and 


ad when it is clipped out of the | 
paper. The only way to judge an 
ad is to see it as it actually ap. 


really coopera- 
ooperative cam- 
prove of mutual benefit, 
not represent valuable ad- 


sion. The resourcefulmess of all 
the advertising mediums which 
you buy and pay for depends en- 


ance with the Agnes Boone dan- 
cers. 


tive Way. Unless e¢ 
paigns 
they do 


— 


(ON PRAISE OF 
ELINOR GLYN 


) “ti” girl of songland was 
Bgtner in which Martha 
] golden-haired and gol- 
-voiced singer, was described by 
nor Glyn, whose fertile mind 
ned the now famous two letter 
rd. Miss Glyn attended five per- 
mances of a production in which 
§s Vaughn was appearing with- 
ithe latter knowing it and then 
jnounced the young singer as the 
Meet possessor of that charm, 
isonality and wholesomeness that 
| world now knows as “it.” 
Wiss Vaughn, who appears as 
ma donna in Paul Oscard’s Pu- 
k stage production, “Dancing 
et,” opening at the ....:..... 
eatre next week, comes honestly 
her musical attainments for 
h her parents as well as her 
ternal grandfather were concert 
gers. At the age of twelve Miss 
jighn showed such remarkable 
ent talent as a vocalist that her 
ents sent her to one of the fore- 
st voice coaches to have her voice 
yperly trained. While still in her 
iis the singer made her stage de- 
f and since then has achieved re- 
wkable success in her chosen ca- 
is, Besides having been a lead- 
: soloist in the foremost picture 
ases of the country, Miss Vaughn 
§ played several seasons on the 
isical comedy stage. She sang in 
the Greenwich Village Follies,” 
little Jesse James,” “Spice” and 
th Pat Rooney in “The Daughter 
Rosie O’Grady.” Miss Vaughn 
the wife of Nat Phillips, well 
Own newspaper man and writer 
d co-author with Jack Lait of a 
mber of plays and vaudeville 
atches. (Picture on Page 1) 


em Stewart 
On Advertising 


(Continued from Page 2) 


Use care in marshalling your 
vertising facts and presenting 
tm. Perhaps you cannot rely 
the value of all the advertising 
fiees with which the producers 
your pictures supply you. But 
ii ean exercise the power of se- 
fion, choosing those devices 
lich will conform to your attrac- 
m and which you believe will 
Ve a definite appeal based on 
ur knowledge of your. commu- 
fy. Im addition to the use of 
Mmon sense in the selection of 
@ most reliable advertising de- 
se8, give a thought to “copy.” 
} get net profits you must oper- 
@ your theatre successfully fifty- 
® weeks each year. Is every 
Ow every week the ‘greatest’ 
traction you have ever offered? 
iminate from your copy the 
ass of meaningless superlatives 
at we see. In sales-copy Pub- 
(sponsors the use of persuasive 
formation, the broadcasting of 
cts, an artful presentation of 
@ things about your attraction 
at will most likely appeal to 
ir prospects. Advertising that 
Oadeasts reliable and persuasive 
formation, demands a knowl- 
ie on the part of the advertiser, 
likes and dislikes of his pros- 
ets, and a knowledge of the out- 
anding points of merit of the 
traction to be advertised. This 
Obvious. It is also obvious that 
DY which depends on superla- 
ves alone for its appeal is worth- 
88. “Superlative” copy is usual- 
the result of a campaign pre- 
ired with too little knowledge 
id ability. Study your attrac- 
ons, know them and emphasize 
merits of your shows in com- 
On sense readable English. 


Newspapers Most Flexible 
Timeliness is an essential re- 
Hirement, and many theatres 
ust advertise attractions that 
lange completely two or more 
mes per week. While some may 
lestion the forcefulness of news- 
wer campaigns to(win immedi- 
2 results, none will‘question the 
sertion that newspapers offer 
ir most valuable means of ap- 
“al through advertising and pub- 
City, since of all mediums, the 
ewspapers are the most flexible. 
First a word about publicity, 
hich may be represented by pic- 
res and illustrations, timely 
ews articles about your theatre 
nd activities, about the ‘‘movie’’ 
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ng but an easy matter as the above photographs show. 
shape at the Allan K. Foster School in New York prior to appearing 
he matter of good looks, shapliness and character; they must undergo a Fr 


AMATEUR NIGHT GAVE 
HARRY ROSE CHANCE 


Broadway Jester Shov- 
ed On Stage and 
Then Won Prize 


Harry Rose, t 
“Broadway Jester” and appearme 
in “Dancing Feet,” was formerly 
the principal mirth-provoker in 
George White’s “Scandals.” His 
ready wit has entertained Broad- 
way for many years. Rose’s nu- 
merous appearances on the largest 
theatre circuits has built for him a 
big following among theatre goers.| 


Many, many years ago, as the| | 


“Broadway Jester” puts it, he was| 
dared by his chums to become 2 
contestant in an amateur night per- 
formance being promoted by a 
theatre in his home town—New 
York. He never passed a dare so 
he entered the contest. His activi- 


ties among the gang kept him too) 


busy to put any thought into what 
he was going to do when he got on 
the stage. When his turn finally 
arrived he had to be shoved before 
the footlights. He paced the stage 
trying to escape from either end 
but his exit was blocked at every 
turn. Meanwhile during his wan- 
derings before the audience he was 
repeating to the laughing folks out 
front just what he thought of his 
predicament and his witty thoughts 
were sufficient to win him first 
prize. 


known as_ the i 
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| HARRY ROSE | 


Photo by Nathan, P. .O Staff 
Photographer 
Constant practice and frequent 
appearances at amateur nights 
won him no little fame. Then the 
manager of one of the theatres 
whose audience Rose had: capti- 
vated with his wit, offered him a 
contract to appear as a profession- 
al comedian. Harry Rose accepted 
and from that day the “Broadway 
Jester,” as he came to be known, 
has met with success everywhere 
he has been presented. 
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industry in general, or reviews or 
criticisms of your various chang- 
ing shows. Naturally our policy 
is to promote all the publicity we 
can, but to promote it legitimate- 
ly. Remember so called ‘‘free”’ 
space is not gratis in any sense of 
the word. Publicity is frequently 
extended to you on the basis of 
news value which is sufficiently 
interesting to stimulate reader 
circulation. It is extended to you 
in proportion to the extent the 
papers realize their readers, are in- 
terested in the ‘‘movies”’ and the 
theatre. You have the opportu- 
nity of convincing your news- 
paper representatives of the wide 


spread reader interest in our in- 
dustry. But publicity is more fre- 
quently extended to you because 
you are a good customer of the 
paper in question. And it is to 
the interests of the paper to fa- 
vor the customers who purchase 
advertising space, just as it is to 
the interests of the newspaper to 
favor the customers who are their 
subscribers. 
Institutionalize Publicity 

Your display and daily adver- 
tisements should be considered as 
a means toward immediate box- 
office results. But they should 
also be considered as a means to- 
ward the publication frequently 


ACTOR FIRST TO 
FEEL NEW FORD 


The distinction of being the first 
to be hit by the new Ford belongs 
to Richard Edwards, an eccentric 
dancer who is scheduled: to appear 


| next week at the ........ Theatre 


in. “Dancing Feet,’ Publix stage 
production fashioned by Paul Os- 
card. 

After leaving the Olympia Thea- 
tre, New Haven, Conn., one after- 
noon, Edwards was hit by a Ford 
sedan driven by a salesman who 
was demonstrating the smooth pro- 
cedure of the car. Edwards; who 
is popularly known as “Limberlegs” 
because of his adeptness in stretch- 
ing his legs, was too late in getting 
out of the way of the auto but he 
brought forth some of his stage 
tactics and escaped serious injury. 
He suffered only a few scratches 
and a torn suit but he received 
many lines of free publicity by the 
newspapers of that city which pro- 
claimed him as the first in the coun- 
trv to acauire such a distinction. 

Edwards’ mother is his manager, 
and herself is well known because 
of her act “Julia Edwards’ Versa- 
tile Girls.” “Limberlegs” Edwards 
was formerly a member of this act. 
His affiliation with the Publix The- 
atres Corporation is the first time 
he has appeared as a single. 
LL 


by your paper, of regular publicity 
service pertaining to theatres and 
the industry. 


Don't Antagonize 


And so we come to this con- 
sideration,....can we establish a 
definite policy toward the much 
mooted problem of-how to combat 
the publication of unfavorable 
and negative criticisms? Please 
do not protest in an antagonistic 
way direct to your newspaper rep- 
resentative, about the occasional 
publication of an unfavorable re- 
view. That the best show will 
oceasionally meet with the dis- 
favor of a reviewer is enevitable, 
and generally speaking it is the 
policy of the Publix Theatres Cor- 
poration, to encourage freedom 
of expression on the part of news- 
paper representatives. We believe 
more is to be gained that way in 
the long run. And there is really 
no serious reaction to an occasion- 
al ‘‘bad” review. When these in- 


They depict a group of girls literally be- 
in one of the Publix stage productions. 
igorous course of training and go through gymnastic 
ming a first class chorus dancer is an easy matter 
Nathan—P.O., Staff Photographer. 


Not only must the 


i\FAST STEPPERS 


IN PUBLIX SHOW 


Larry Vale and) Wallie Stewart, 
the youngest team of dancers to 
win Broadway’s favor, appear as 
one of the bright features in “Dan- 
cing Feet,” a Publix stage produc- 
tion devised and staged by Paul 
Oscard. They have enjoyed more 
than three years of success in mo- 
tion picture theatres both in New 
York and Chicago. For a time 
they presented their unique fast 
steps, under the banner of Art 
Kahn and his orchestra and were 
warmly received by every audience 
that they appeared before. Through 
the Publix Theatres the names of 
these two young men will be fur- 
ther introduced to the hundreds 
of thousands of theatre goers in 
the United States who have al- 
ready learned that the finest of en- 
tertainment is presented with the 
Publix trademark. 


T avior Gav Siabe 
On “Publix Pirates’’ 


Charlie Taylor, the pulverizing 
publicity purveyor for the Don 
Miguel Shea operation in Buffalo, 
got some great space on the sport- 
ing pages of that city through the 
medium of the “Publix Pirates,” 
the basketball team composed of 
the boy dancers in the stage show, 
“Treasure Ships.” Taylor ar- 
ranged a game for them against 
a local quintet and the sports 
scribes spread the glad tidings in 
their columns. Who won? Weil 
the Pirates apparently were a 
little off their feed and their ship 
was scuttled to the tune of 55 -to 
44, But it was the space Taylor 
was after and that’s what he got. 
Nevertheless the Publix ball pas- 
sers have a crackerjack team and 
will win more games than they 
lose. Besides they'll get your 
show and theatre publicity. 


stances occur, the important thing 
is to correetly size up the situa- 
tion, to think ‘‘was the review 
sincere, or was it the result of 
antagonistic relations between my- 
self or any of the members of 
my statf and the newspaper of- 
ficials and representatives?” In 


(Cont. on Page 4) 
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You Know What Publicity Will Do For You! What Are You Doing For P 
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than 10% for advertising if pos- 
Sible. The majority of Publix 


‘theatres, especially those which WHIRI ING ARO ii 
operate as class A ‘houses, on a ) A 


two-changes-in-program per week : 
basis, operate successfully on an PUBLIX \ 
average, represented by 7‘% of the 
Teceipts, as the total cost of all| 
advertising. Some theatres in- 
en eta asa nt | Max Halden, ih chavge of Alen booking 
theatres which play as many as Publix operation in the middle west, is the pro 
four, five and six changes of pro-| baby girl who arrived a few days ago. 
ram k rrant a 10% : 
Be A. aprropei| _ Allan Glenn, formerly general director of ublic 
tion. Never the less, if any thea- | Office of First National Pictures, in New York, is mu 
tre is advertising continuously |Of the famous Circle Theatre in Indianapolis. Tha 


“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 
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with costs that are represented by } duties keep him from personally executing the ii 
in event RIES A Se ho roar See TN Sabi seat pe Sag as ES ae more than 10%, something is | paign vers made him famous, he is nevertheless he " 
SFE POUINOD Sidi Wie Als tiarevea/s wiasal aoe Cie Cs ee ae ome ce, New Yor y : |dianapolis newspapers wi selling- oa 
ot hes hg Sau eer aude sax vie a canturmnntr a aa lore rp harigie= 22H Rip e-bay bh Boke ae ae os col calhivell thorough | Secreta Spapers with hot selling stories ; 
OR HeTROwWICh Oy as Eee eaten wee ee ome ice, New Yor ‘ity , ; : 
Henry et oni RRS eS ae 0) Wega ee mates Os be dat os eX ork City Exploitation Work cnlalags te 
CTNON GTA - sees eee es een eee ease tees ctropolitan Theatre, Boston, Mass./ All that has been said thus far | rile Davis, master of ceremonies at the Ine 
ret Erte Pem unmet suimemane Gy ele ne Y.| With relation to the advertising | dianapolis, is going broke buying: photos to aute 
Bill Brereton... -Shes’s Buffalo Theatre, Buffalo, N- x. Saabs of the Publix Theatres | bg sag his theatre. Charley treats ’em so 
Oscar Doob..:.. eWemiaane igan Theatre, Detroit, Mic oration applies with equal | eep his picture j ; Si af 
Wee Berny. (obi Ce uni anet a. Aton Indiana Theatre, Indianapolis, Ind. vate a tn the Luthigge ie entnttatinn® : eer ¢ in their dressing room, forever 
W. K. Hollander........ Seige uintitrely eck Wiktaek aie Chicago Theatre, Chicago, Il. a : ( If y , Mi o's pen 
Lloyd Dy Rewiso. en age snk an uae Chicago Theatre, Chicago, Ill. |@S8 it does to the more standard-| _ you want to know what became of the 
= asin x a Re Rile nies aa wilubetndoes wees + 3 ee Eton noo, Ears a ized form of newspaper represen- } aligators,” ask Lloyd Lewis, of the Chicago Th fy 
ORM JORODE e adic. ab aurea wile aulaterialacais ens cago Theatre, cago, Ill. 1j ae : : BY; 
Dawe Eel tire e es i aeelanis| Se Saa ao Chicago Theatre, Chicago, Ill. spree i DURES EN SRI: in the fountain-aquarium in the theatre, where J 
Reeves Msapy sis. elowuues decease Ambaasador Theatre. St. Louis, Mo. “nd when we speak of ‘‘exploi- | attraction that he refuses to send them on. So if the; 
Harry bechamel iS digeiaie a gpenltary Gnas ae Se a eign ranttes ace a ee ap ll we have for consideration | stunt previous described in Publix Opinion is stil] 
Nate Wrue@fela@ oii. coca ge Geo ye a ume viera eatre, Tall £ Ss ey s of ce: 7 Ae i re is a 
Lou Goldberg............ i i hg ig Wie Ree A Ta, Denver Theatre, Denver, Colo. pai ai rippin phi yeh Xp Holl, nearest animal-store and borrow some,-—or 
Raymond Terranella..... 0.0.0. . usecase ess ....Palace Theatre, Dallas, Texas § S ane services such as | Hollander. ig 
Robert Kelley........ : ae Texas Pale ve Sans AAA, ae o charged into the ‘Publicity Dus ie 
Hud Burmester. o oe te Se eae etropolitan eatre, Houston, mx. } Accessory” and ‘Publicity Mis- | Joh . i } F ee 
Sidney Dannenberg... .........2.... Alabama Theatre, Birmingham, Ala. | oo)/aneous” scéeunke, ease rsa : come ne who publicises the Tivoli and ¥ 
Maritice Barr oii. ss eee se ean pao ee Saenger Theatre, New Orleans | “‘ peo ncue bia ve apc Oy | undoubtedly holds the circuit “planters” record, 
Sa WES INS BS es ea ara Howard Theatre, Atlanta, Ga.|.Vices and advertising opportu- sent him each week from the Home Office ' 


nities are by no means limited to | cracks into news 


the posting of paper or the dis-| I had more ‘leg’ pi . i 

. s € pictures, I could plant more pict: 
tribution of heralds. We have “Okay,” says the Home Office “you'll get elie 
for consideration every form of | r 


contact with the outside public by | 5a 


2 
St d Dr si : 
age U ve means of which the alert manager | Ma wen iy rice at of ‘the Indiana t 


Publix “Harvest Month” was over before the consummation of the| informs and inspires his prospects. | has fat saving aticaden " 7? these days, ‘ 
Publix-Finkelstein & Ruben partnership in the Minneapolis-St. Paul| Proper consideration should be the stagehands of the the ; 7 ve mg 
northwest territory, but that fact didn’t make any difference. Last| given to the use of all these me- membership in their uni egy. hing fate also t 
week, the Publix-F. & R. Chain staged a box-office drive in honor of |diums of contact too numerous to | ; on social affairs, 


General Manager Harold Finkelstein, and it had more excitement in|Mmention here. Through the home| — 


it than a Dempsey-Tunney battle. St. Paul carried off the honors for| Office advertising department, its T 
increased business, but every city made a tremendous showing. The|contact with managers through UBLI 

last two days of the drive were slowed up by one of the famous twin-|Télationship with district. man. | 
city blizzards, but even then business was above normal in every case.|@8eTs and all channels of super-| 


The drive was staged and directed by the Publix-R. & F. managers’|Vision, the Publix Organization | F | 
clubs of Minneapolis and St. Paul. encourages the use of every | 

worthy device and practical means e ves 

Pulled Nifty 


papers, and frequently he has to dey 


P bk 
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. 


? 


of public contact, such as the util- | 


ization’ of the Radio, contact |New Haven ....... Olympia 27 (Steps & § rs) 
through institutions like local | Boston .......Metropolitan 25 (Dancing Feet) 
public libraries and cooperative |New York...... Paramount 26 (Milady’s Fans} 


Dave Lipton, who graduated from the rank of office boy in the|campaigns like “Fashion Shows’ | Washington. . Loew's Palace 3 (Tokio Bliés) 
Balaban & Katz publicity department into the reputation for being one | ete., that bring into play the ac- | Baltimore ..Loew’s Century 4 (Way Out Weat) oo 
of the shrewdest high-pressure advertising and publicity men in theatre- | tivities of local merchants. The | Pittsburgh....Loew’s Penn 2 (Banjomania) oe 
dom, is responsible for a nifty piece of stage-show selling. All Chi-| application of similar devices and | One Week Lay Off 26 (Havana) : 
cago is wild over the jai-ali games there, because of the betting feature.| opportunities is continuously be-| Buffalo......Shea’s Buffalo 23 (Blue Plate) am 
Jai-ali games have a triple showing of 24-sheet. billboards. Dave got|ing treated by a series of bulletins | Detroit ; 


tr owing of 24-sheet. billboards. Dave got/| ing treated by a series of bulieting | Detroit......... Michigan 22: (Treasur Ss hig 
the boards free by getting Boris Petroff to substitute a “jai-ali” ballet |and folios, issued by the adver.| Cleveland... Loew's Allen 21 (Russian Ren % 


number in “Rainbows,” which plays the Chicago, Tivoli and Uptown|tising department. The proper| Indianapolis ....,. Indiana 20 (Highlights) ee 
theatres there. application of every known adver-|St. Louis...... Ambassador 19 (Merry Widow). 4 
tising medium and device is fur-| Chicago .......... Chicago SPECIAL A (Raf we 
ther encouraged through informa-| Chicago .......... Uptown 18 (Marchin’ Onj JG 
LEM STEWART |tempts to get business py unfair|tiom broadcasted in the advertis- FO eR EPUB SOND Tivoli 17 (Publix Follies) - 
| tactics from one source, cannot |i9& departments of the first class | Lay Off 16 (Steppin’ High) 
ON ADVERTISING long retain the support of mer- | ttade papers and through our own | Des Moines ......,. Capitol 15 (Listen In) sine 
chants and public. paper, Publix Opinion. | CMU oe alana Riviera 14 (Moonlit Waterss 0. 
(Cont. from Page 3) About Billboards DORVOR |. aie iccen The Denver 13 (Shadowland) at 
eee i ) As To Cost How extensive shall the ex-| Lay Off 12 (Florida) ee 
the latter case, what can be done| Our organization is very well | ploitation campaign be? This te al Dallas oi: oe Palace 11 (Dancing Brid es) ‘hae 
to establish relations on friendly | Convinced that where, over a rea-| Problem that the local manager} Ft. Worth....., The Worth 10 ( Dixieland) oa 
basis? |Sonable period of time a theatre |must decide, for the answer de-|San Antonio......... Texas 9 (Dance Capricel Uae 
With a reasonable attitude of spends continuously more than | pends upon his skill, as well as| Houston ,.... Metropolitan 8 (Flyin’ High 
mind you can probably trace this|19% of the receipts for advertis-| upon the extent and forcefulness | New Orleans....... Saenger SPECIAL (Mak : 
problem to its source and straight- | ing, something is decidedly amiss. | of the opportunities which prevail | Birmingham ..... ‘Alabama 6 (Jazz Ala On 
en the matter out on the basis of | Either the advertising is too poor | locally. If we consider specifically | Atlanta wince bee Howard 5 (Joy Bells 
a friendly and frank conversation. |1n appeal and quality to win the) the function of bill-board adver- , ) 


| desired results; or the booking | tising, is there any principle that |‘ Paper” must be published or pre-| 
} . 
Indirect Pressure | Policy makes results impossible; |may act as a guide to the scope | Pared locally because it is to sell 
If the unfavorable review or |the management is wrong: or the| of our “billing ?”” “the house,” a specific detailed| Alice 
“knock” proves to be not merely | theatre is poorly equipped physic- A general guide toward estimat- | Program of pictures for the week, | youngster 
an instance but represents a policy |ally. Something at least is de-|ing how extensive in seope the|°T, where it is essential to put| “Miss Des 
and an unfavorable attitude which | cidedly amiss, offering resistance | bill-board campaign may be is to| 4°TO8s some specific appeal that Opportunity ¢ 
the newspaper has adopted to-/| that advertising alone eannot over give consi 


deration to the location |C°Uld not have been antic dancin; ‘Jate 
ward you and your theatre, then |coine, making practical campaign | of your theatre, Bill-board adver-| by the producer ipated & was 


: 8, your or, iza-| ““Y: 

fello npr pd bb cin. her brn) herd impossible. tising and ‘‘paper” campaigns rep-| tion encourages the use ot pane “Dancing t 
fellow nierchants come into play. | % of receipts, as the maxi- |resent “reminder” advertisi Provided by the 

And so does that influence that | mum amount that may be invest. dt * eo te cto 


reminder-advertising is more es-| Producers of pict 4 
you can exert because you are ajed in the entire advertising cam- | sential to the thentte off ideation. ence to billing with paper lavas 

member in good standing, of one|paign, has with few exceptions | It is a practical consideration that | Ut by some local printer. The 

of the local business and civie or-| proved its practicability over a |the theatre off location pays pro-|*@me applies to the use of lobby Ross 
ganizations. Indirect pressure|series of years, and this percent. | portionately lower rent, or should. | cards, window and tack cards 
can be brought to bear through | 48¢ was formerly used as a definite |and hence is in a position to ap-| heralds and all the devices fre- 
these sources, against any news-|guide to. efficient campaign ex-| propriate just that much more | (uently referred to as “Ad Sales’ 
paper that is actually treating you | penditures. The 10% theory is | money for pu of “reminder-| 4nd accessories, 99 times out of 
unfairly. For that newspaper de-|not practiced on a weekly basis, | advertising.” Whereas the theatre | 190 these devices provided by the 
pends for its livelihood upon the |It is a valuable guide only when exceptionally well located pays for | distributing organizations are far 
business it can get from all the | arrived at over a reasonable per-}the value of its lo¢ation in pro-| Superior in sales value and qualit; 
merchants in the community, and |iod of time (say one month, but portionately higher rent, and does|to any that can be prepared a, ‘t 
hence upon community good will. | preferably three months. ) not need and cannot afford the ex. | cally. * | Row Ip 
And newspaper executives real- Naturally it is desirable to get | tensive billboard ¢ampaien. pie: (Tei Be Cian Viet 
ize that any newspaper which at-! maximum results by investing less! Except in instances where bsnl ay Rube In Next Week's pod 
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